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CHAPTER I 
THE PROBLEM AND DEFINITIONS OF METHODS USED 
I. THE PROBLEM 
Interviews with retail jewelers have disclosed that 
they feel that the public has a meager knowledge of jewelry 
values and, in general, a very sparse knowledge of the 
jewelry business. These jewelers are of the opinion that 
this has led to a general lack of confidence on the part of 
the public. 
Furthermore, that type of jewelry store, which has in 
the past sought the upper income, exclusive type of trade, 
is faced with a very special problem. 
The social and economic developments in the past years 
have led to a gradual redistribution of the nation's wealth 
and purchasing power. Wbile the personal income taxes have 
reduced the purchasing power of those people in the higher 
income brackets, the general rise in the standard of living 
among great numbers of people in the lower income brackets 
has increased their purchasing power. 
These changes have lessened the span between the high 
and the low income groups, increasing the importance of the 
middle income group. 
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The survival of this type of store will be contingent 
upon its ability to attract the middle income group. 
In dealing with these problems, this study will be 
based on an exclusive type of jewelr.y store in the city 
of Boston, Massachusetts. This store will be referred to y 
as Company A. 
A survey will be oonducted among a selected group of 
college girls to ascertain their understanding of various 
jewelry values and policies, especially the retailing poli-
cies of Company A. 
On the basis of the survey results, various recommenda-
tions will be made to jewelers, particularly to Company A, 
for improving their public relations. 
II. RESEARCH METHODS USED 
The group seleoted for interviewing Will consist of 
forty of a total of one hundred women registered at the 
School of Fublio Relations at Boston University. The 
characteristics of this sample area are: 
1. The majority are twenty and twenty-one years of 
age. 
2. Ma.ri tal status -- single 
!} see definitions of terms, p.4. 
3. Their homes are within an approximate 15-mile 
radius of Boston. 
I . It is the author's belief that this sample 
represents a segment of the middle income group. 
5. It is further believed that the members of 
this sample are acquainted with company A. 
It would be desirable to obtain ·a representative 
sample of all the customers in the area of Boston but, 
because of limited time and money, this is not possible. 
Of any parti onlar group of customers, it is the wr1 te-r' s I 
opinion that girls of high school and college ages are one 
of the most important groups to the jewelers, not only for 
their immediate, but, more important, for their potential 
business. This group has a great deal to say about 1m-
portant purchases, particularly if the purchases are for 
themselves. 
Last year a jewelry store in the Midwest invited all 
the senior girls from a high school to come in and select 
a sterling teaspoon in the pattern of their choice, free 
of charge. Within a month over 9o% of this group had se-
lected a silver pattern and bad started building their sets. 
When these girls approach their engagements, it is 
reasonable to assume that a satisfied silver customer will 
be a diamond customer. Then follows the all-important 
bridal business, which invol vee nearly every department 
in the store. 
This whole idea gives a jeweler the opportunit,y to 
serve parents, husbands-to-be and friends and relatives. 
It is the intention that everyone involved will be retained 
as permanent customers. 
The members of the group chosen for this study were 
interviewed personally with open-ended questions. Mail 
questionnaires were not used beoause of the usual small 
percentage of retums. Furthermore, 7,P9.il questionnaires, 
as well as personally administered tests, do not elicit 
the response that personal interviewing does. 
III. DEFINITIONS OF TEEMS USED 
Types of jewelry stores. Jewelry stores come under 
one of two broad classifications: credit or cash stores. 
Few stores are completely cash or credit. Many cash stores 
have charge accounts and extend credit on a short-term 
basis. Credit stores are characterized by the great amount 
of their business which is done through installment accounts. 
As a rule, they are also characterized by their location in 
a shopping district, their store appearance and the type of 
communications media that they use. 
Jewelry stores are further categorized into the 
following types: 
1. The jewelry store with repair work 
secondary to the sale of merchandise 
I 4 __ _ 
2. The re:pair store with the sale of merchandise 
sharing equally in emphasis or subordinate to 
the repair work 
3. The specialty store 
Oom:pany A. This jewelry store is a cash store with 
the repair work playing a subordinate role to the sale of 
merchandise. Located in Boston, Massachusetts, this store 
has, over a long period of years, developed a wide reputa-
tion as an exclusive store handling very high quality mer-
chandise. 
Company X. Question No. 14 in the questionnaire reads, 
"What jewelry store ( s) do you trade with in ~oston?" In 
this stu~ any one or all of the stores mentioned, other 
than company A, will be represented as Company X. Upon 
completion of the survey, fifteen different stores were 
represented in this group, including all the types and 
classifications previously mentioned as well as two de-
partment stores. 
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CHAPTER II 
QUESTIONNAIRE RESULTS 
Do you have a silver pattern? (Have you selected a 
pattern for yourself and purchased pieces in that 
pattern?) 
Yes NO 
(If NO to lA) Rave you been thinking of selecting 
a pattern? 
No (not in the immediate future) 
Yes 
Yes, and have selected a pattern 
tentatively or narrowed the 
selection to two or three 
patterns 
2. Is it sterling or silverplate? 
Sterling 
Will it be sterling or silverplate, 
or both? 
1. Sterling 
2. Silverplate in addition to 
sterling 
3. Undecided as to whether it 
would be ail verplate or 
stainless steel in addition 
to sterling 
lOo% 
100% 
72% 
28% 
As these percentages show, no t one of these respondents 
intends to have sterling alone. Although no specific ques-
tion was asked, the majority of the group indicated that 
the sterling would be used only when guests were in the home. 
-6-
I 
I 
j! 
3A. Why did you choose sterling? 
JTen respondents had patterns.) 
1. More beautiful, better 
quality, longer lasting 6 or 60% 
2. More beautiful, heirloom 2 or 2o% 
3. More beautiful, improves 
with age 2 or 20% 
Why will you choose sterling? 
(The 30 respondents who intend to buy sterling.) 
Note: (*) With several questions, more ~han one reason or 
attribute was given by a respondent, hence, the 
percentages total more than lOo%. The reasons 
are listed in order of the number of times they 
appeared. 
1. Longer lasting and better 
quality 
2. Beauty 
3. Heirloom 
4. Improves with age 
26 or 87~ 
12 or 40%. 
4 or 13% 
2 or 7% 
3B. Did your mother or friends help you in selecting your 
pattern? 
4A. 
1. Mother 
2. Friends 
3. Both (Mother and friends) 
4. No help 
6 or 60% 
2 or 20% 
None 
2 or 2o% 
Will your mother or friends help you in selection of 
your pattern? 
1. Believe my mother will 
2. Believe both my mother 
and friends will 
3. Don't lmow 
18 or 60% 
6 or 20% 
6 or 20% 
In your opinion, what are the advantages o~ sterling 
flatware (knives, forks, etc.)? 
(*) 
Those having silver patterns gave the following 
advantages of sterling: (Group of ten) 
1. More beautiful 
2. Better quality, longer 
lasting 
a or eo% 
6 or 60% 
7 
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3. Sterling improves with age 
4. Heirloom 
5. Prestige value 
6. Greater variety of patterns 
to choose from 
2 or 20% 
2 or 20~ 
2 or 2~ 
l or 10% 
Those who intend to have a sterling pattern gave the 
following advantages: (Group of 30) 
(*) 
l. 
2. 
3. 
4. 
5. 
6. 
8. 
9. 
Better quality, longer 
lasting 
More beautiful 
Heirloom 
Prestige value 
Improves with age 
Sterling doesn't soratoh 
as easily 
Sterling doesn't t a rnish 
as easily 
Investment 
Sterling doesn't leave a 
taste like silverplate 
26 or 87% 
12 or 40% 
4 or 13~ 
2 or 7% 
2 or 7% 
2 or 7% 
2 or 7%. 
lor ~ 
1 or 3% 
As suggested by the percentages shown above, many of 
the respondents gave more than one advantage of sterling 
over silverplate. A typical answer in both groups, those 
having a sterling pattern and those intending to purchase 
sterling, was, ~r think it is more beautiful and it lasts 
longer.~ Of these two points the owners of silver bad 
greater concern for beauty, while non-owners thought more 
often in terms of the greater durability of sterling. 
The prestige connected with sterling may be much greater 
than represented by the percentages above. It is assumed 
that every member of this group has been exposed to the 
national advertising of silver. Some respondents said that 
their knoWledge of silver was, for the most part, limited 
II 
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to the ada that they read in magazines. Any effect that 
these ads make, could hardly be made without the factor of 
prestige being present. 
To assign a grade to the respondents on the basis of 
their answers to this question would mean little. Beauty, 
pride in ownership, the advantage of being able to hand 
sterling down from one generation to the next, and so forth, 
varies in importance with the individual. 
It is the opinion of the writer that the majpri ty of 
the answers to this question are favorable. However, silver-
plate does not scratch or tarnish more easily than sterling. 
4B. In your opinion, what are the advantages of silver-
plate? 
(*) 1. Less expensive 22 or 55% 
2. Desirable for everyday use 10 or 25% 
3. Doesn't require the care 
that sterling does 2 or 5% 
4. Easier to replace (Jewelers are better 
stocked in plated ware) 1 or 3% 
5. Don't know 8 or 20% 
Reasons 2 and 3 stem from the fact that the majority 
of the respondents would reserve their sterling for formal 
use only. This is a point that many jewelers have tried to 
clarify. Reason 4 may be true in some instances, but it is 
usually the reverse. 
9 
I 
I 
====~tL====================================================~''=~===== 
'I 5A. With normal use, how long would you expect good 
silverplate to last? 
1 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
26 to 30 years 
Lifetime 
Don't know 
4 or 10% 
2 or 5% 
8 or 20% 
6 or 15% 
6 or 15% 
6 or 15% 
6 or 15% 
2 or 5% 
It is the consensus of many jewelers that good silver-
:pla te will last in the area of twenty to twenty-five years 
before re·quiring re:plating. 
5B. With normal use, how long would you expect good sterling 
to last? 
6. 
(*) 
20 rears 
Lifetime 
Many generations 
Indefinitely 
No idea 
2 or 5~ 
14 or 40% 
12 or 30% 
9 or 23% 
3 or ·a% 
If you had a piece of silver in your hand, how 
you tell if it is sterling or silverplate? 
1. Sterling is heavier 18 or 45% 
2. Sterling is stamped 
"sterling'' 18 or 45% 
3. Sterling is richer 
lOOking 6 or 15% 
4. Sterling has better 
workmanship 2 or 6% 
5. By recogni~ing the 
patterns 2 or 5%. 
6. Sterling is lighter 1 or 3% 
could 
Sterling silver is stamped "Sterling". Although there 
are exceptions, sterling pieces are usually lighter than 
silverplated pieces. 
I 
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7. The majority of sterling patterns, per place setting, 
fall within the price range of $26 to $30. However, 
some patterns will sell for approximately $20 and 
others in the area of $50. What do you think accounts 
for this difference in price? 
1. Design (workmanship 
required) 
(*) 
2. Weight 
3. Q;a.ali ty of ail ver 
4. Different manufacturers 
5. Different retail sto r es 
28 or 70%. 
22 or 55% 
6 or 15% 
4 or 10% 
4 or 10% 
In regard to reason 3 the quality of the silver is 
uniform. The amount of silver on a silverplated item many 
times va ries, consequently, _ resulting in differences in 
price. Likewise, the weight of sterling (solid silver) 
affects the price. Reasons 4 and 5 are correct in some 
instances. Usual ly the differences due to these two are 
slight. 
a. Wbat do you think of stainless steel knives and forks? 
Would you consider buying such a set if the design were 
as nice as on sterling patterns? 
1. No (not in lreference to 
100% sterling 
2. Would consider a stainless steel 
service for everyday use 46% 
3. Would consider stainless steel 
54% for cooking purposes only 
I 
I 
9. Many jewelry stores keep a record of your silver pur- I~ 
abases with the name of your pattern and the number ,I 
of pieces that you have. Of what value is this to you? 1/ 
1. Friends and relatives II 
could go to the store /,
1 and buy what you need. 12 or 30% 
I! 
I! 
;! 
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2. Convenience in ordering (by mail or telephone) 10 or 25% 
3. If anything shouJ.d bappen 
to your silver they would 
20% always have a ~ecord. 8 or 
4. In ease you should forget the 
name of your pattern. 4 or 10% 
5. ·The store oan tell from this 
record when you are entitled 
4 or 10% to free engraving, etc. 
6. Don't know 2 or 5% 
The respondents who gave reason 1 did so with much 
more certainty than any of the others, although there is 
merit in reasons 2, 3, 4, and 5, reason 1 is usually con-
sidered the most valuable to the customer. 
10. Rave you ever heard or read of diamonds being 
advertised as "registered" diamonds? What does 
this mean to you? 
1. A diamond has to meet a certain 
standard. 24 or 60% 
2. In oase the diamond was lost, 
it could be traced more 
easily. 8 or 20% 
3. Doesn't mean anything to me 8 or 20% 
It has been the writer's experience that some customers 
insist on buying a diamond that was registered. The feeling 
is tha.t diamonds that are not advertised as "registered" are 
of inferior quality. This is not necessarily true. There 
are many ethical jewelers who never use the word "registeredt' j 
On the other hand, there ar~ jewelers Who "register" a 
diamond when they record the date of sale. A typical answer 
to this question was, "I have heard or read of registered 
diamonds. I suppose it means that it has to conform to some 
standard." 
L 
11. Row would you take care of a diamond? 
(*) 1. Keep it olean. 
2. Have it checked occasionally 
by a jeweler. 
3. Wear a ring guard to prevent 
the ring from falling off. 
4. Don't know 
34 or 86% 
6 or 15% 
4 or 10% 
4 or 10% 
12. Moat jewelr,y stores guarantee their watches for 
one year. How do you feel about this statement, 
"It seems to me that, when I buy a good watch,it 
should be guaranteed for more than one year." 
1. One year 
2. More than one year 
30 or '15% 
10 or 25% 
The following statement was typical of the majority 
of the answers: 
A year's guarantee is enough. If there is anything 
mechanically wrong with the watch, it should show up 
in that time. 
13. In regard to watches, what does this guarantee mean 
to you? (Probe: What should this guarantee cover?) 
1. 
4. 
Everything, providing the 
not abuse the watch 
Should cover everything 
Regulation only should 
be guaranteed 
Cleaning should not be 
guaranteed 
person does 
24 or 60% 
10 or 26% 
4 or 10% 
2 or 5% 
Failure of a watch to keep correct time, or to run, 
can be due to a number of things. More often than not, 
the trouble lies with a broken mainspring, a broken balance 
staff, or a dirty movement. A dirty movement does not 
always mean that dirt bas gotten into the movement through 
the case. Many times the oil bas become sticky and gummy, 
which necessitates cleaning the watch and the application 
of fresh oil. 
The extent to which a watch is covered by a guarantee 
varies with the jeweler. Usually a cleaning and general 
overhaul is done without charge. Many jewelers replace 
broken mainsprtngs without charge. A broken balance staff 
is usually always the result of a fall or a. bad jar~ 
The majority of respondents said that everything should 
be guaranteed, providing the owner did not abuse the watch. 
This in itself is significant, however, the problem is in 
reaching an agreement as to Whether or not the watch was 
abused. 
. 11 
14. Which jewelry store(s) do you trade with in Boston? 
15. Have you ever been at Company A? 
Yes 
NO 
22 or 515% 
18 or 45% 
Although 45% of the respondents had not been in the 
store, they were all acquainted with it, presumably through 
friends, advertising, etc. 
QUESTIONS 16-25 APFLY TO ALL OF THE STORES MENTIONED IN THE 
INTERVIEW. 
16.A. Rave you made purchases there? 
COMPANY. A 
Yes 3 out of 22 or 14% 
COMPANY X 
Yes 37 or lOo% 
!J See Company X under Definitions, page 5. 
I 
114 
l 16B. 
17. 
(*) 
(*) 
18. 
(*) 
I 
I. 
Are you satisfied with them? 
COMPANY A 
Yes 3 or 100% 
COMPANY X 
Yes 37 or 100% 
What is your impression of their store? 
COMPANY A 
1. Beautiful store and 
handles beautiful mer-
chandise 16 or 40% 
2. Very dignified store 10 or 25% 
3. A very expensive store 10 or 25% 
4. A ver,y reputable firm 8 or 20% 
5. About the same as any 
other store 4 or 5% 
COMPANY X 
1. F~endly and personal 
service 26 or 70% 
2. courteous 10 or 27% 
3. Reliable 4 or 11% 
4. Reasonable prices 4 or 11% 
5. Nice appearance 4 or 11% 
6. Good merchandise 2 or 5% 
What is your impression of their salespeople? 
(Probes: Are they efficient, prompt, pleasant, 
courteous, considerate, etc.?) 
COMPANY A 
1. Very helpftll 
2. Very formal 
3. Competent 
4. Very nice 
5. Not too interested in 
the customer 
8 or 20% 
6 or 15% 
4 or 10~ 
4 or 10% 
4 or lo% 
15 
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6. Polite 
7. Very friendly 
8. Wonderful 
9. Better than average 
10. Cold 
11. Patient 
12. Almost tolerant 
4 or 10% 
2 or 5% 
2 or 5% 
2 or 5% 
2 or 5% 
2 or 5% 
2 or 5% 
COMPANY X 
(*) 1. Friendly and personal 
2. Very congenial 
3. Very helpful 
4. No high pressure 
5. Nice 
6. Competent (good knoWledge 
of the merchandise) 
12 or 33% 
8 or 22% 
6 or 16% 
6 or 16% 
4 or 11% 
4 or 11% 
19A. Do you feel that they have a wide choice of merchan-
dise? 
COMPANY A 
Yes 100% 
COMPANY X 
Yes 100% 
Several of the respondents said that the store they 
traded with did not have so wide a selection as others 
they knew of but, nevertheless, it suited their needs. 
19B. Do you buy your costume jewelry there? 
COMPANY A 
No 
COMPANY X 
No 
Yes 
100% 
31 or 77% 
9 or 23% 
16 
I 
II 
Of those respondents who answered "Yes", four traded 
with department stores exclusively. The majority of the 
group said that they purchased costume jewelry in specialty 
or department stores because the selection was usually 
larger and the prices were much lower. 
20. What do you think of their merchandise? Do you 
feel that it compares favorably with other jewelr,v stores in respect to quality? 
21. 
COMPANY A 
1. Compares favorably with 
other stores 
2. Higher quality than 
other stores 
COMP.Alrr X 
1. Compares favorably with 
other stores 
2. May not be as high in 
quality as some stores 
but is good enough 
3. Don't know 
26 or 70% 
7 or 19% 
4 or 11% 
Do you feel that they are reliable? Do you have 
confidence in their work (such as watch and jewelr,v repairing) ? 
COMPANY A 
Yes 100% 
COMP.AJIY X 
Yes 100% 
I 
Ji 
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A number of the respondents take their watches to 
small shops in the vicinity of their homes. The reasons 
given w~re that it was more convenient and that they felt 
that it was cheaper because of less overhead, etc. Several 
expressed surprise that the larger jewelry stores had re-
pair departments. 
22. How do 70u feel about their prices? (Probe: How 
woUld you sa7 they compared with other stores 
handling similar merchandise?) 
COMPANY A 
1. Probably fair but muoh 
too high (due to higher 
qualit7 merchandise) 
2. Compares favorably with 
other stores handling 
similar merchandise 
3. Higher markups 
4. Compares favorably with 
other stores on some items, 
others too high 
COMPANY X 
1. A fair pr ice 
2. Reasonable prices 
12 or 30% 
10 or 25% 
10 or 25% 
8 or 20% 
29 or so% 
8 or 2o% 
23!. ~ : Have you purchased merchandise there on a charge 
account or on budget terms? 
COMPANY A 
No 100% 
COMPANY X 
No 100% 
I 18 
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238. (If NO) Do you feel that you could open an account 
there? 
COMPANY A 
Yes 100% 
COMPANY X 
Yes 100% 
24A. Have you noticed their advertising in the newspapers? 
COMPANY A 
1. Yes 
2. No 
COMPA!TY X 
1. Yes 
38 or 95% 
2 or 5% 
21 or 57% 
2. No--don't believe they 
use newspaper adver-
tising 11 or 30% 
3. No 
24B. How often do you read their ads? 
COMPANY A 
1. Regularly 
2. Occasionally 
COMPANY X 
1. Rega_lar1y 
2. Occasionally 
5 or 13% 
30 or 79% 
8 or 21% 
9 or 43% 
12 or 57% 
24C. What is your impression of their ads? 
COMPANY A 
The following statements are representative 
of the majority of the answers: 
Ver.y nice ads, ~imple, not too much in the.m 
but very expensive items shown. I always 
read them. I don't know why because the 
19 
prices are way out of my reach. 
Their ads are very dignified, just like 
their store. I read them every Sunday. 
Their ads are very good. They are conservative 
and laid out very well. Not too much in them. 
They advertised wedding invitation cards in 
this morning~s paper. 
COMJ?ANY X 
1. Very nice 
2. Formal, conservative 
3. Cluttered 
12 or 57% 
6 or 29% 
3 or 14% 
25. What is your impression of their window displays? 
COMPANY A 
1. Exceptional 
2. Very good 
3. Good 
4. Don't know 
14 or 35% 
20 or 50% 
2 or 5% 
4 or 10% 
The following statements are representative of the 
majority of the answers: 
Their windows are fascinating. I don't think 
they are too exclusive like many people think. 
We set our standards by the way they do in 
their windows (the proper wa.y to set a table, etc. ) • 
Their windows are beautifUl. They have a focal 
display. They must pay someone for handling 
their windows. Other stores may just have 
employees doing it. It does burn me up though 
when they don't put prices in the window. 
Their windows are very, very nice. Right now 
they have a display of glassware which is very 
we21 done. I don't think I woUld be inc2ined 
to go in there though, unless I should suddenly 
get a lot of money. 
20_ 
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COMPANY X 
1. Very good 
2. Average 
3. Cluttered 
4. 10 stores were reported 
by the respondents as 
having no window displays 
6 or 22% 
17 or 6~ 
4 or 15% 
The following statement typifies the majority of 
answers: 
Their Windows are very nice but they don't 
compare with Company A's. Of course, they 
don't have as mnch space either as Company A. 
26. Are there any stores that you have had experience 
with which you have not mentioned? 
No lOQ% 
27. Which store(s) do you think you will trade with 
in the future? 
All of the respondents thought they 
would continue to trade with the same 
stores. 
28. How do you feel about buying jewelry and silverware 
through wholesale catalogues? 
1. Would buy through wholesale 
catalogues. 
2. Would not buy through 
wholesale catalogues. 
3 or B% 
37 or 92% 
The B% group above said that they would buy through 
wholesale catalogues because they had friends connected 
indirectly with the jewelry field and would go by their 
advice. Several of the respondents indicated that they 
would consider buying brand name articles through whole-
sale catalogues. A typical answer in the majority of the 
cases was, "No, I pre~er to see wbat I buy." 
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29. How do you feel about jewelry prices in general? 
A small percentage of this group said tbat jewelry 
prices were too high, indicating that the markup was 
greater than it should be. One respondent said: 
When they have their sales now and then, where 
they knock off half of the price, it makes you 
feel that they must really make a profit. 
The two following statements are typical of the 
majority of the answers: 
30. 
It's awfully expensive but, after all, jewelry 
is a luxury item. I think the prices are fair 
though. 
You get what you pay for. I think that in 
general the prices are okay but I wish they 
would get rid of that tax. 
Could you suggest anything that a jewelry store 
could do to make your shopping more convenient and 
pleasant? 
1. Salespeople should have a 
better knowledge of their 
merchandise. 
2. Salespeople should use less 
"high pressure" tactics. 
3. salespeople should be more 
friendly. 
4. Attitudes of salespeople 
should be improved (to 
help the customer feel 
more comfortable). 
6. Do s better job of in-
forming people of the 
services offered by jewelers, such as oheoking 
and cleaning diamonds free 
of charge 
6 or 16% 
6 or 16% 
6 or 16% 
4 or 10% 
4 or lo% 
II 
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6. Should have more items on 
open display 2 or 5% 
7. Should have ehairs for 
customers 2 or 5% 
8. No suggestions 10 or 25% 
It is felt that the design of this question is re-
sponsible for 25% of the group offering no suggestions. 
31A. 
(*) 
If you wanted advice in buying jewelry or silverware, 
where would you go for it? 
1. Would ask relatives and 
friends for advice 14 or 35% 
2. The present store that I 
trade with 12 or 3CT% 
3. Go to several stores and 
then judge for myself 10 or 25% 
4. Magazines (~&demoiselle's 
Living", etc. ) 4 or 10% 
5. Write to the manu£acturers 
for literature. 4 or 10% 
The following statements are typical of the majority 
of answers: 
I would go to a small store, like the one I 
trade with, because you feel as if they can 
give you more time. I got the impression at 
Company A that I couldn't ask them any ques-
tions. In small stores you usually deal with 
the owner. I would much rather deal with the 
owner than with the salesman. 
I would ask my relatives and friends for ad-
vice; then use my own judgment. 
I would go to several stores and then compare 
notes. If I didn't like the looks of the 
people, I would walk out. 
II 
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31B. Would you be interested in receiving information 
on silverware, diamonds, watches, eta. ( no sales 
material as such) ? 
Yes 100% 
The following statements are representative of the 
majority of the answers: 
Yes, pamphlets and books I'd be very interested 
in. The average person has such a vague idea 
about these things. I can't see much difference 
between a $500 and a $1500 diamond. To me, they 
look the same. I suppose it's the cutting, etc. 
I wouldn't buy from any of the jewelers on 
Washington Street. I don't think their quality 
is good there. 
I would like to know more about ail ver. I 
would like to go through a plant. I would 
very much like information on why and how 
such a pattern is made, the advantages of 
some articles, eta. I thought at first you 
meant pictures of patterns available, etc. 
Yes, most people don't know enough about jewelry. It's too easy to get fooled. 
Yes, I really would be interested because 
pretty soon I will want to buy silver and 
would like to know something about it. 
At one time, yes. When my fiance ... was con-
sidering buying my diamond, he went up to 
the library to find out something about them. 
There wasn't too much there. After he got my 
diamond, we took it to another store to have 
it appraised and found out that it was an old 
out. We then took the stone back to where we 
purcbe.sed it and they said they would exchange 
it for a different one-- a smaller one~ but the 
one we bought originally looked better than any 
of the others, so we decided to keep it. 
I 
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CHAPTER III 
RECOMMENDATIONS 
I. RECOMMENDATIONS TO J~EBS FOR INCREASING THE 
CONSUMER'S KNOWLEDGE OF JEWELRY VALUES AND STOBE POLICIES 
The material in this chapter is concerned with the 
various kinds of media that jewelers should use to get 
information to their public. Reoonnnendations are made 
as to what type of information should be included under 
each. No attempt is made to exhaust the possibilities of 
any one medium. Likewise, it ie recognized that no medium 
or combination of media will necessarily solve any problem 
in communication. 
Furthermore, where it may be practical and advantageous 
to use one type of medium in one location-- it may not be 
elsewhere. For these reasons, many types of media will be 
discussed here, and it is suggested that, where conditions 
permit, all of them be used. 
Employees 
a thorough knowledge of the merchandise and policies. 
The results of this survey indicate that a substantial 
number of the respondents considered this knowledge lacking 
among salespeople. For example: 
"Sometimes you get clerks who are unfamiliar 
with what you are looking for. They cannot give 
you the information that you need. I never feel 
quite sure if I'm getting what I want." 
"One thing, they should have clerks that know 
their stock. They always give you the impression 
that they have something you haven • t seen. You 
can't be sure if you have seen everything. De-
partment store clerks don't usually know much 
about their stock." 
"I worked for one of the department stores here 
in Boston last summer, as a clerk in the ladies' 
ready-to-wear department. When they had a sale 
in the 3ewelr,v department, I, and a number of 
other girls, were called in to sell silver and 
everything. It was very embarrassing for me, 
because I didn't know anything about it." 
Salespeople should know how a product is made, how 
to use it and how to care for it. They should know about 
the background of the product, its history, its manufacturers, 
its competing products, and so forth. They should know 
how the a.rticle conforms to the style of the times. They 
should know the services that go along with the article. 
Six of the respondents in this survey had received 
diamond engagement rings. Of these six, four bad been 
instrmmental in the selection and purchase of the ring. 
The following statement by one of these respondents suggests 
the need for a clear understanding of the product by sales-
people: 
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"I forget just how the conversation ran, but 
I know we asked the salesman a couple of 
questions on which he stammered and stumbled 
around. He would always wind up by insisting 
that the ring was absolutely good--blue white, 
and that sort of thing. We felt that he didn't 
know what he was talking about so we explained 
to him that we weren't in any hurry and that 
we might stop back later. We bought my ring 
that same afternoon in another store." 
There are many men in the jewelr.y field that have long 
felt the need for increasing the jeweler's knowledge of 
diamonds. This concern bas been for the great number of 
jewelers in this country who, while not lacking in integrity, 
are inadequately equipped with a technical knowledge of 
diamonds. 
Meyer B. Barr, President of Barr's Jewelers and 
Silversmiths in Philadelphia, has submitted that the majority 
of the jewelers are violating the confidence and the re-
1/ 
sponsibility that is entrusted to them by their customers. 
II I To meet this problem, a number of leading jewelry 
\\ executives organized the Diamond Council of America. 
li 
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This 
organization has set up a training program to increase the 
average retail jeweler's technical knoWledge of diamonds. 
Two correspondence courses are offered, each requiring ap-
proximately two years to complete. 
y Meyer B. Barr, "Romance in Truth, the Story of Diamonds 
and Diamontology", Journal of Retailing 25:4, Winter, 1949. 
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These courses have to be supplemented with years of 
experience in the field. This suggests, of course, that 
there is no easy or practical way for the layman to learn 
everything there is to know about diamonds. However, 
there are basic and interesting facts that he should know. 
In regard to this point, the writer asked a number of 
jewelers what type of information they gave potential dia-
mond customers. Most of them said that it varied with the 
customer, but they expressed a deep concern for helping as 
much as possible. One answer, which is remembered moat 
vividly, reflects the opinion of a very definite minority: 
"When I first started in this business, I used 
to try to explain everything to people, but I 
found out that it doesn't work. You get them 
all confused and you lose the sale. Now, I 
don't tell them any more than I have to." 
To present a story on diamonds that is clear and 
meaningful in a matter of minutes is indeed a problem. 
However, a continuous effort should be made to do so. 
Several of the respondents said that they would be 
interested in knowing where diamonds are found and how they 
are mined. An explanation of the amount of work and skill 
that is required in the mining and the cutting of diamonds 
will give the customer a much better appreciation o~ the 
value of diamonds. 
I 
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The customers should know the charaoterietioe of a 
diamond and the various forme of diamond cute. Moat im-
portant of all, they should know what determines the 
standards of quality in diamonds. 
It is suggested that enlarged pictures and diagrams 
of diamonds will greatly facilitate any explanation of 
them. These diagrams should show the optical character-
istics of diamonds, the various degrees of quality, eta. 
Likewise, small pieces of "rough" diamonds will present 
a picture in a few minutes, that otherwise would require 
a lengtby discourse. 
Obviously, the type of informat.ion that has been 
discussed here will not qualifY the layman to judge quality 
in a diamond. This requires a trained eye. However, it 
will offer him a working knowledge which will enable him 
to buy more intelligently. He will not be basing hie pur-
chase on mere faith alone. 
While a considerable amount of discussion has been 
given to diamonds, the majority of the respondents in this 
survey were acquainted with jewelry stores primarily through 
their experiences in silver and watch departments. Of these 
two, the watch department received the greater amount of 
criticism. One respondent said that the whole watch repair 
business wa.s a racket because there was always a mininmm 
charge, regardless of what had to be done to the watch. 
29 
j, 
,, 
II 
=-==--=-li===- ------ -=----= ===~ 
,I 
I 
11 
1: 
J 
Several of the respondents said that they had taken their 
watches into two different jewelry stores for repair esti-
mates and had received two completely different reports as 
to what was wrong. A reasonable knowledge of what to ex-
pect from a watch can help the consumer to distinguish be-
tween reputable and unscrupulous jewelers. 
How often should a watch be cleaned? Some watches 
require cleaning after three or four months from the date 
of purchase. Does this mean that the watch is defective? 
Does a broken mainspring mean that the mainspring was de-
fective? Is it due to abuse, or are there other reasons? 
Who should be responsible in the event that a balance staff 
breaks-- the customer or the store? Are watches with sweep 
seoond hands recommended for everyone? The answers to 
these questions oover some of the information that the 
customer should know. The point is, this type of informa-
tion should be given to the customer before, or at, the 
time of sale. This not only helps him to buy more intelli-
gently but it helps to prevent any misunderstanding and 
dissatisfaction that may arise when repair work is required. 
No question was asked of the respondents in regard to 
the prioes on watoh repair, however, many o~ them, at some 
time during the interview, said that:= . they were too high. 
As mentioned previously (in Chapterii), some of them take 
their repair work to small shops because they feel that, 
with less overhead, the prices will be lower. While this 
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lose money on their repair department. The majority of the 
Jewelers that the writer is acquainted with have a "break-
even" policy. That ts, they are satisfied if the watch 
repair department takes in enough money to pay for the cost 
involved. For the most part, this includes the oost of 
the parts and the salaries for the repairmen. Some feel 
that the department should contribute toward the rent of 
the building. 
Again, the important thing is to explain these poli-
cies to the customer. A breakdown could be made to show 
the percentage of the repair dollar that goes into salaries, 
parts, etc. In many cases, this would automatically elimi-
nate suspicion and complaints about the prices. 
Some discussion has been given in Chapter II to those 
questions dealing with silverware, and there are a number 
of points that jewelers should clarify. On the basis of 
these results, it would appear that silver plated ware is 
under-rated. For example, a large percentage of the re-
spondents said that sterling patterns are more beautiful 
than silver plated patterns. This could be questioned. 
Without the knowledge beforehand it may be difficu1t indeed 
to distinguish between some silver plate and sterling on 
the basis of beauty. The suggestion that is being made is 
that salespeople should give silver plate a fair hearing, 
simply because there are some people who cannot afford 
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sterling. 
The previous discussion has been concerned with the 
need for a thorough knowledge of the product, and the type 
of infor.ma.tion that should be g1 ven to the customer. While 
this contributes to good customer relations, the manner in 
which this information is given is equally as important. 
The expert on diamonds, for example, will never have an 
opportunity to pass his knoWledge along unless he and his 
fellow salespeople provide a friendly atmosphere for the 
public. 
The fact that the consumer likes to feel at home in 
a. store with a friendly atmosphere is evidenced by the 
results in this survey. The majority of the respondents 
patronized those stores which offered them friendly and 
amiable service. While it is assumed that they were satis-
fied with the merchandise, a very small percentage of them 
made reference to it. 
In regard to question number 50, which asked for any 
suggestions that would make the jewelry customers ' shopping 1 
more convenient and pleasant, the majority of the re-
spondents suggested that sales methods should be improved. 
The following statements are examples of what some o~ the 
respondents liked and disliked in current selling methods: 
II 
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~at I like about store X is that you can 
look around and compare-- you can feel things. 
I hate these places where they show you one 
thing and then take it back and bring out 
another." 
"Clerks shouldn't go by the appearance of the 
customer. Many of them tend to be very snooty." 
mwhat impressed me about Store X was when I 
bought a watch there. The minute hand fell 
off and they exchanged it for me w1 th no bones 
about it at all. They are ver.v easy mannered. 
They didn't even call the same clerk. Some 
stores are terrible about making exchanges. 
You have to go thxough eo much red tape. It 
should be a friendly deal." 
"I don't like it when you tell clerks what 
price range you want and then have them take 
out more expensive things and try to impress 
you with the expensive. They say that is 
much better. I would ra.ther decide for my-
self." 
Because the public knows a store best through ita 
salespeople, a continuous effort should be made to improve 
the relatione between the salespeople and the customers. 
How the clerk treats the customer is dependent, to a great 
extent, upon how the clerk is treated by the owner or by 
the management. An employee who is underpaid, who is shown 
no respect and consideration as an individual, who is offered 
no security in hie job, no chance for bettering himself, 
and who must work under adverse working conditions, can 
I hardly be expected to treat customers amiably and competently. 
I 
I 
While sound personnel policies are necessary for good 
customer relations, there is also need for employee training. 
• 
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Larger retail organizations have recognized this need. This , 
survey suggests that small stores, notably jewelr.v stores, 
could well use training programs to great advantage. 
It has been the writer's experience that only a few 
jewelry stores have any type of a formal training program. 
For the most part, the training is limited to a short period 
of time for the new employees. The new employee is usually 
coached by a number of the experienced salespeople, but 
very little of the instruction is organized. He should be 
placed under an experienced salesperson, and this sales-
person should recognize this training as a definite re-
sponsibility of his job. 
The store meeting affords one method of training that 
is within the means of any small store. While a certain 
part of the meeting will be devoted to lectures, ever.v em-
ployee should have the opportunity to participate freely 
in discussion. The person in charge of the meeting should 
be qualified to teach and to direct discussion. The ob-
jectives of the store, the policies, and the various 
methods used in carrying out these policies should be 
clearly presented by the supervisor and left open for 
disousaion. The supervisor, partiou1ar1y, shou1d take 
advantage of all the information made available by the 
trade organizations, the manufacturers that they represent, 
and by various educational organiza..tions. 
34 
Training auoh as this shouJ.d be supplemented with 
visual aids. The merchants of Dallas, Texas, made very 
effective use of oharts in teaching their employees how g 
to out down on the exchange of merchandise. While pro-
ducing a film is too oostly for the majority of jewelry 
stores, they oan be rented from oommeroial film oonoerns. 
Likewise, films are made available to the retailer by 
trade organizations and manufacturers. 
In some communities, there are night schools that 
offer oourses in salesmanship. A group of ~ewelers in 
Wichita, Kansas, under the sponsorship of one of the leading 
newspapers in the oity, hired a nationally-known sales 
3/ 
training authority. 
There are a number of training p-rograms that are 
effective and within the means of the small retail jeweler. 
The important thing is that a store organize suoh a program 
and use it continually. 
~Betty Lee GOugh, "Out Down Those Merchandise Returns", 
he Jewelers' Circular- Keystone, OXX:5, February, 1950. 
- . 
3/ Daniel Morris, "Group Sales Training Answers Small 
Yewelers' Problems", The Jewelers' Oiroular-Keystone OXVIII:9, 
June, 1948. 
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Lectures 
Lectures, supplemented with films and a question 
and answer period, are a very effective means of informing 
special women's organizations on the various aspects of 
jewelry and jewelry retailing. It is suggested that direct 
product promotion be held to a minimum. The content of 
the lecture and (or) the film should be tailored to appeal 
to the type and size of the group. Groups suoh as soci-
eties and clubs in schools and oolleges, Eastern Star, 
various ohuroh clubs, etc., are usually very interested 
in this type of program. 
Window Displays 
This seation is primarily ooncerned with that type 
of a display which, for example, shows the proper way to 
set a table, steps in the manufacture of silverwar e, and 
the various steps in diamond cutting, eta. This, of 
aourse, should be supplemented with the necessary explana-
tory material. While the amount of space that can be de-
voted to this type of display will vary with the individual 
store, a certain gmount of space should be given at regu1ar 
interva1s. company A reaeived a considerable amount of 
favorable aomment on this type of display. 
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Store Layout 
To those jewelers who anticipate remodeling and 
modernizing their stores, it is suggested that they give 
consideration to a repair department which allows the 
customer to observe the manufacture and the repair of 
jewelry. 
The organization of the different departments within 
a store into separate areas permits the customer to shop 
for a specific item without being distracted by other cus-
tomers or O·ther displays. This also helps the salesperson 
in explaining the product and conducting the sale. A 
closed-off diamond room is especially important. couples, 
who have not yet announced thei r engagements, are not es-
pecially recepti~e to an expl anation of diamonds when in 
full vi ew of all passers-by. 
Radio 
There are wide differences of opinion among re-
tailers as to the value of radio advertising. The type 
of program that is suggested here is a shopping guide. 
This program should be devoted primarily to giving help'!ul. 
advice on how to buy jewelry, how to take care of jewelry, 
etc., in preference to direct product advertising. The 
success of such a program will depend to a great extent 
on the amount of material and information which the jeweler 
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will furnish to the commentator. 
Direct Mail 
One advantage that direct mail advertising offers 
is that the user can select his group according to the 
grea.test potential market, such as high school and college 
women graduates. In the case of the small store, the 
jeweler can regulate this advertising in close accordance 
with his budget. The type of information that can be 
used may vary from a pamphlet explaining one of his 
customer services to a handbook that would cover every 
policy in force. 
Any material that is prepared by an organization 
outside of the store suoh as the Better Business Bureau, 
but mailed by the store, will indicate quite clearly that 
the booklet is not an attempt at direct product advertising. 
1 
While the material prepared by the store bas the advantage 
of being more detailed and personalized, great care should 
be taken so that the educational material will not be 
interpreted as a direct sales promotion. 
A project of any size that involves considerable 
expense shoUld be prepared with the help o£ a quali£ied 
person outside of the organization. 
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Newspaper Advertising 
This section is concerned with newspaper advertising 
only to the extent that it can be used for educating the 
customer. A number of the ~espondents criticized jewelers 
for failing to inform the consumer of their services. 
Speci£ically, several of the interviewees said that they 
had read advertisements which said in effect, "register 
' 
your silver pattern now", but had only a vague idea as to 
I 
why. While this phrase may serve s.s a reminder to someone 
who knows the advantages of registering a silver pattern, 
it only serves to frustrate others. 
No attempt is made to suggest how often and how much 
space should be devoted to this type of advertising, which 
is primarily designed to educate, or perform a public ser-
vice. The jeweler bas & responsibility to help his public 
in ever.y way possible. It is to his own interest to do so. 
II. RECOMMENDATIONS TO COMFANY A 
While all the material covered in Section I is 
applicable to company A, this section is devoted to the 
means by which Company A may direct its policies to create 
an appeal to the middle income group, while still retaining 
its present higher income clientele. This change is war-
ranted by the fact that the great majority of their mer-
chandise competes with the merchandise offered by those 
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stores which now serve the middle income group. 
To avoid suspicion and distrust on the part of the 
public, any change in policy must be gradual. Furthermore, 
any policy to be effective, must be planned on a long-term 
basis. 
Employees 
The results in this survey show that friendly and 
personal interest in the customer is far more important 
than any other factor which may affect consumer buying 
pr eferences. While the majority of the respondents con-
sidered the employees of Company A as being very formal, 
courteous, and helpful , only five per cent suggested that 
they were friendly. This is i n contrast to their opinions 
of the employees at the stores which they patronized. I n 
their oases, the majority of the i nterviewees thought of 
the salespeople as being very friendly and showing personal 
interest in the customer. 
If the overall policy of Company A is drawn up to 
appeal to the middle income group, this policy must be 
reflected at every point of contact with the public. 
It is essential that the employees clearly understand 
the attitude of the management, and that they mirror this 
attitude in their oonduot. As far as the customer is con-
oerned, the salesperson !! Company A. Likewise, the em-
ployee must pass along to management, the demands of the 
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customer. Any change in the customer's e~ectations and 
demands will necessitate a change in policy. 
If the owner of the store can spend most of his time 
waiting on customers and working alongside his employees, 
the communications system between these three groups should 
be good. In many situations, however, the owner is tied up 
with administrative duties that keep him off the floor. 
This calls for definite procedures to keep the communioations 
system open and effective. 
Many organizations hold meetings of employees and of 
management for the purpose of discussing matters of current 
interest. These meetings, if well-planned and interesting, 
furnish a very good means for this two-way communication, 
and also provide a medium for continual employee training. 
The following points should be considered in conducting 
store meetings: 
1. Employees should not be inconvenienced or be 
expected to stand any expense in order to 
attend meetings. In the case of Company A 
where a number of the employees live a con-
siderable distance from the store, it is 
suggested that weekly meetings should not 
be held in the evening. They should, in-
stead, be called in the morning, during 
working hours. This will necessitate 
conducting a meeting for two groupe, 
possibly three. 
2. No elaborately equipped room is necessary 
for these meetings, however, there should 
be as few distractions as possible. 
3. It is preferred that the owner or the 
manager should direct these meetings. 
The participation and full support of 
management is very important. 
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4. Management should fully explain the objectives 
of the company. They should explain the need 
for attracting the middle income groups--
particularly in terms of what it will do for 
the employee. How will it affect their se-
curity, their wages, etc. ? 
5. Every attempt should be made to arouse the 
employees• interests in the subject. This 
will be made easier if the management itself 
shows interest. 
6. Employee participation in discussion should be 
encouraged. Their opinions are very important, 
and should be treated a.e such. The leaders 
should avoid the word "I" as ma.ch as possible. 
7. Management should have a. thorough knowledge 
of the subject that is being discussed. 
a. Visual aids, suoh as films and charts, are ver.y 
effective means of training employees. Training 
films may be rented or bought through commercial 
film concerns, and trade organizations and manu-
facturers have films available to loan to the 
retail stores. 
9. Role-playing can be a very effective device for 
training salespeople in conducting sales. The 
survey results reveal that Company A's sales-
people were ver.y formal and dignified, but not 
friendly in an informal way. This survey further 
reveals that friendliness is an indispensable 
factor in appealing to the middle income group. 
One member of the group should play the role of 
the salesperson and another member the role of 
a customer. The director or one of the members 
of the group could describe or suggest the situa-
tion-- for example, conducting the sale of a 
watch. The customer and the salesperson will 
then act out just how they think the situation 
should be bandled. The director should see to 
it that both the members play their respective 
parts as closely as possible to emulate a real 
situation. That is, they should not be allowed 
to jest, act silly, or do anything which they 
definitely would not do in a real situation. 
The director may stop the role players at any 
time during the sale conversation if he thinks 
there is a point that should be discussed. 
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Re may ask the customer how he or she felt 
toward the salesperson, but he should leave 
general sales criticism a.s much a.s possible 
to the group. In this way the audience par-
ticipants actually derive as much value as 
the role players themselves. 
The advantage of such a method is that train-
ing in the actual conducting of a sale is 
much more effective than just talking about 
how to handle a sale. The salesperson may 
consider himself a very friendly person,but 
the expression on his face, the way in which 
he shows the merchandise, the tone of his 
voice, etc., may betray him. Role-playing 
will point these things out. 
Another constructive aspect of role-playing 
is that employees are given an opportunity 
to release emo tional tension by playing the 
role of an especially objectionable customer. 
The success of role-playing is entirely con-
tingent upon the manner in which "the stage 
is set". Especially where older employees 
are involved, great care should be exercised 
in approaching this new technique in a serious 
and sincere manner. 
10. The director should through observation make 
checks from time to time to see if the train-
is effective. 
11. Manuals and literature pertinent to those 
subjects discussed in the meetings should be 
available to the employees for reference use. 
12. A bulletin board should be used to inform 
employees of matters that cannot be taken 
care of in the weekly meetings. 
The following suggestions should receive the ~ull 
support of management in supplementing the training methods 
mentioned above: 
1. Management should help the employees in 
selecting and making available books which 
will help the employee in bettering himself 
for his job. 
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2. Management should encourage and help the 
employees to enroll in correspondence 
courses that are related to his job. 
courses in diamontology and gemology are 
offered by trade associations. Courses 
in selling are made available by many 
colleges and universities. The tuition 
should be,where possible, paid for by 
the store, upon the completion of the 
course. 
3. Management should provide the facilities 
and stand the expense for visits to various 
plants, such as silver manufacturers, ring 
manufacturers, etc. 
Window Displays 
The majority of the respondents expressed~ very 
high regard for Company Ats: window displays. Many of 
the respondents sa.id that they always looked to Company 
A for trends in jewelry styles, etc., but made their 
purchases elsewhere. The main objections were to high 
prices, and that articles were displayed with no price 
shown. 
Every item shown in the window should be priced, 
because this assures the customer that there is one price 
to everyone. Furthermore, many customers assume that when 
the prices are not shown, it is because they are high. All 
the prices within a line of merchandise should be fairly 
represented. Watches that sell for $35 should be shown 
as well as those priced from $70 and up. 
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Newspaper Advertising 
The results of this survey show that Company A's 
newspaper advertising was read regularly by the majority 
of the respondents. However, very little of this ad-
vertising resulted in sales. Again, the criticism was 
directed at the high prices. One of the respondents, 
who patronizes Company A, said; "They always advertise 
their high priced merchandise. The majority of the people 
do not know that they have less e::x::pensive things." 
The lower priced items in every line of merchandise 
should be represented in the newspaper advertising. 
Direct Mail 
Three of the respondents in this survey were customers 
of Company A. As prospective brides, they bad received 
literature on silver from them. Part of this material 
included pictures of a number of sterling flatware patterns, 
which was well received. However, leaflets showing sterling 
hollow-ware pieces were not. One respondent said, "In a 
way, I suppose I should be flattered when they send me 
pictures of sterling water pitchers that cost $100. Rea11y, 
it disgusts me because I know I will never afford such 
items. It gives you the impression that anything cheaper 
is not worth having." 
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Direct mail can be a powerful means for selling mer-
chandise and building good will for a company, if the 
message is tailored to meet the needs of the special public. 
It is suggested that direct mail be sent to high 
school and college girls, as well as to prospective brides. 
All o:f the respondents sa.id tha.t they would be very much 
interested in receiving literature that would help them 
in buying jewelry articles more intelligently. The type 
o:f information that should be given to the consumer bas 
been dealt with in Section I. 
Company A should inform their public of the type o:f 
merchandise that they have, and why they like this mer-
chandise. It should be made clear that the majority of 
the leading lines of merchandise which they handle, sells 
for the same price as in any other store, including the 
department stores. 
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QUESTIONNAIRE 
Do ~ou have a silver pattern? (if NO) 
Have you ever been thinking of selecting a pattern? 
it (will it be) sterling or silverplate? 
Wby (did ~ou) (will you) choose (sterling) 
(silverplate) ? 
Did your (will your) mother or friends help you 
in selecting your pattern? 
4. a. In ~our opinion, what are the advantages of sterling 
flatware (knives, forks, etc.)? 
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5. 
6. 
7. 
a. 
9. 
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12. 
b. Of silverplate? 
a. With normal use, how long would you expect good 
silverplate to last? 
b. Sterling? 
If ~ou had a piece of silver in your hands, how could 
you tell if it is sterling or silverplate? 
The majort ty of sterling patterns, per place setting, 
fall within the price range of $25-30. However, some 
patterns sell for approximately $20.00 and others in 
the area of $50.00. 
What do you think accounts for this difference in price? 
a. What do you think of stainless steel knives and 
forks? 
Would you consider buying such a set if the design 
were as nice as on sterling patterns? 
Many jewelry stores keep a record of your silver pur-
chases, with the name of your pattern and the number 
of pieces that you have. Of what value is this to you? 
Rave you ever heard or read o~ diamonds being advertised 
as "registered" diamonds? What does this mean to you? 
How would you take oare of a diamond? 
Most jewelry stores guarantee their watches for one year. 
How do you feel about this statement? "It seems to me 
that when I bu~ a good watch, it should be guaranteed 
for more than one year." 
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13. In regard to watches, what does this guarantee mean to 
you? (What should this guarantee cover)? 
14. Which jewelry store(s) do you trade with in Boston? 
15. Have you ever been at Company A ? 
QUESTIONS 16-25 APPLY TO ALL OF THE STORES MENTIONED IN THE 
INTERVIEW 
16. a. Have you made purchases there? 
b. Are you satisfied with them? (if NO to a.) 
c. Do you remember why you didn't? 
1?. What is your impression of their store? (Probes: What 
did you like? What didn't you like?) 
18. What is your impression of their salespeople? (Probes: 
Are they efficient-- prompt, pleasant, courteous, 
considerate, etc.?) 
19. a. Do you feel that they have a wide choice of 
merchandise? 
20. 
b. Do you buy your costmne jewelry there? (if NO) why 
not? 
What do you think of their merchandise? Do you feel 
that it comparee favorably with other jewelry stores 
in respect to quality? 
I 
I 
21. Do you feel that they are reliable? Do you have confi- 1 
dence in their work (such as watch and jewelry repair- 1! 
ing) ? I' 
How do you feel about their prices? (Probe: How would Ill 
you say they compared with other stores handling similar 
merchandise?) 
22. 
23. a. Have you purchased merchandise there on a charge 
account or on budget terms? (if NO) 
b. Do you feel that you could open an account there? 
24. a. Rave you noticed their advertising in the news-
papers? 
b. How often do you read their ads? 
c. What is your impression of their ads? 
I ,, 
II 25. What is your impression of their window displays? 
II 
'I 
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26. Are there any stores that you have had experience with, 
which you have not mentioned? 
,, 
27. Which store (a) do you think you will trade with in 
1
1 
the future? (Will it depend on what you are interested 1 
in buying! (watches or silver or costume jewelr.y,etc.)? 
28. How do you -feel about buying jewelry and silverware 
through wholesale catalogues? 
29. How do you feel about jewelry prices in general? 
30. Could you suggest anything that a jewelry store could 
do to make your shopping more convenient and pleasant? 
31. a. If you wanted advice in buying jewelry or silver-
ware, where would you go for it? 
b. Would you be interested in receiving information 
on silverware, diamonds, watches, etc. (not sales 
materi&l as such) ? 
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